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1 - INTRODUCTION 
1- I N T R O D U C T I O N 
Today the b igges t market segment which has any-
thing to do with the two-wheeler market i s the middle 
c l a s s , This i s the be s t reason for the Indian markets 
to c a p i t a l i s e on the needs of t h i s market and scooters 
p lays an inpor tan t ro le and dcminent among the two wheelers. 
The Indian two wheeler indus t ry has shown a 
stunning growth of almost 175^  in the f i r s t ten months of 
t h i s year (1993) i s conpares to the previous year 199 2. 
Dr. Manmohan Singh p o l i c i e s have su re ly worked a t ge t t ing 
people to come out and buy consumer goods and two wheeler 
manufacturers are a l l busy t ry ing to make good t h e i r ;^revious 
drafs in p r o f i t / market sha re / volumes and what have you? 
After three tu rbu len t years in which both industry and 
the end user have been badly a f fec ted . The dynamism 
displayed on a l l f ront in p r e t t y . Much a harbinger of change 
and a welcome one a t t r a c t . 
There i s a new found profess iona l i sm to a r t of 
s e l l i ng two wheelers and s l i c k work in t h i s area has been 
put in by almost a l l manufacturers ere engaged in the 
save, but with previous degree of e f fo r t s and success 
the re i s a flamboyance of TUS Suzule, WHIZZ^ KIDS 
which has brought them the r e s u l t s in both motercycle 
and moped the stakes while ba ja j auto i t s carbonate 
Image J>refected, f i r s t and formost have managed to go about 
s e l l i n g i t machine with a blend of sensible refinemen-t. 
S i n s i b l e p r i c i n g , sens ib le placement and being very aggre-
ssive on the ground l eve l . Hero Honda on the o ther hand 
stuck to i t s s inglaton USP of the being most fuel e f fec ient 
and reaped immense b e n e f i t s , LML vespa with i t s ca tch 
t a l k about i t s high and products has performed well conparefi 
t o p rev ious ly and so has heromotors. 
The t o t a l product ion of two wheelers has shown 
a c o n s i s t e n t increase over the years . In 1985 the t o t a l 
productdLon of two wheelers increased by 31% as conpared 
to 1984 .The c a t a l y s t for the t ransformation has been the 
inflow of technology from wor ld ' s b igges t two -wheeler 
companies • Honda, Suzuki, Yamhha and Kawasaki. The 
var ious co l l abo ra t i on , have r e s u l t e d in vehic les with 
b e t t e r fuel e f f ic iency , r e l i a b i l i t y and d u r a b i l i t y . 
In the make of these c o l l a b o r a t i o n s the 
Indian two wheeler market has become an in tens ive ly 
competetive bus iness . 
From ra t ion ing t o t o t a l marketing concept . This 
i s the stoiry of the Indian two-wheeler indus t ry , whose 
growth has been-phenomenal by a l l s tandards , 
i 
The demand fo recas t fo r two wheelers by 1989-90 
had been estimated as 18 mi l l i on aga ins t t h i s es t imate , 
product ion was 11 mi l l ion in 1985-86 and 13 mi l l ion in 
1988-87 and a t p resen t the re a re more than 49 l icenced 
manufacturers of two-wheelers boost ing of an aggregate 
capac i ty of 48 lakhs veh ic l e s p e r annum in which scooters 
26 lakhs , of t h i s however the number of ac t ive manufacturers 
i s only 24 and a c t u a l i n s t a l l e d expacit:y i s around 29 lakhs 
on the face of i t , the two wheeler scenario appears to be 
qu i te rosy . However, a deeper examination of the demand 
and sa l e s p a t t e r n shows t h a t a p l a t e a u has been reached 
which i s qu i te a d i s tu rb ing phenomena fo r the industry. 
With the out p u t of scoo te rs maJLntaining a heavy 
growth r a t e of 2l»8% the s e t back i s p r imar i ly on account 
of the sluggish performance in r e spec t of mopeds and 
motorcycles. 
2 - SCOOTER INDUSTRY 
A:cording t o •Economic Times ' between 1980-1986 
a s t r i k i n g change in consumer p r e f e r e n c e i n c r e a s e in i t s 
r e l a t i v e sha re from 27.1% in 1980 t o 43.4% in 1986 and furtbes 
to 49.1% in 1987. In f a c t between 1980-81 and now, the 
I n s t a l l e d c a p a c i t y t o f o r s c o o t e r s has r i s e n from l e s s than 
5.5 l a k h s p e r annum t o more t h a n 17 l a k h s . In view of t h i s 
i n d u s t r y i s f u l l y gea red t o meet the growing demand f o r 
s c o o t e r s and now market s h a r e of s c o o t e r s become a major 
p a r t of t h e t o t a l two - w h e e l e r s i , e, Baja:j Auto s o l d t o t a l 
u n i t s of 5 ,02 ,881 w i th 76% of t o t a l market sha r e s of s c o o t e r s 
LML vespa s o l d t o t a l u n i t s of 113239 w i t h 16% market share 
and Kene t l c Honda 58289 u n i t s s o l d v/i th 8% market sha re 
among s c o o t e r s , 
?- SCOOTER INDUSTRY : 
MARKET SCENARIO OF SCOOTERS : 
Ba ja j Auto so ld a t o t a l of 538,320 s c o o t e r s in the 
l a s t f i n a n c i a l y e a r (1992-93) t o g a m e r a 76 p e r c e n t 
market s h a r e . However, in t h e f i r s t t e n months of the yea r in 
review (1993-94) i t has a l r e a d y s o l d 502,881 s c o o t e r s 
and i f t h e t r e n d c o n t i n u e s , t he company hopes t o c l o s e i t s 
s c o o t e r s a l e s j u s t about somewhere n e a r the 600,000 p l u s 
f i g u r e . I f i t had n o t been f o r t h e s t r i k e a t Waluj in t h e 
t h i r d q u a r t e r of 1993 , B a j a j was hcpdng t o add a n o t h e r 20,000 
u n i t s t o t h i s f i g u r e . What h a s h e l p e d B a j a j t a k e such domi-
n a t i o n c o n t r o l of t h e s c o o t e r segment has no t j u s t been i t s 
strong dea le r network o r i t s sensii>le p r i c i n g (though both 
have he lped) , but also i t s gradual process of ongoing iirprov*-
ments of i t s products .The Super FE has been a super s e l l e r 
fo r t h i s company and has managed to draw in strong following, 
notably f o r i t s high fuel e f f i c iency and i t s good engine 
performance .The onset of the new Chetaks (with a new and 
more powerful three poirt engine which i s a lso highly fuel 
e f f i c i e n t ) w i l l fu r the r b r igh ten the scenario for Bajaj . 
But what i t needs most despera te ly i s a good top end product 
to take on the l ikes of the LML Se l ec t Spec ia l s which have 
t h i s segment of the market a l l sewn up. The S t r ide for a l l 
i t s s t rong p o i n t s , has been a d i s a s t e r for Ba ja j , not from 
the bu i ld qua l i t y and r e l i a b i l i t y aspec t s . As such a r i v a l to 
the Se l ec t i s a l l Bajaj lacks in the (Scooter segment a t the 
moment. 
LML has put in tremendous s t r i d e s and managed to 
d isplace Kinet ic Honda from i t s second p o s i t i o n . The Kanpur 
based conpany with i t s swif t moves a t c r e a t i n g the iirpresslon 
of introducing new models(^hen the base and a l l e l se remains 
the same bu t the s t i c k e r engineering and only marginal cosmatic 
and mechanical inprovements a re manifest) has managed to chalk 
out good sized volumes every month and though there i s no 
hope of the company being a t h r e a t to Bajaj Auto, the work 
put in i s praiseworthy. With almost 70 pe rcen t of LML's 
sa les being achieved by the S e l e c t and T5 models, i t i s 
c l e a r t h a t LML's for te l i e s in creaming up sa les e t the 
top end where the customer does not mind dishing up more 
money for exc lus iv i ty and s t y l e . Talk about niche marketing 
and LML has shown the way in the scooter segment, Ravi Kant 
and h i s team should take the c r e d i t fo r t h i s . However,with 
Bajaj Auto a l so planning t o muscle i n to t h i s niche of the 
scooter market, LML w i l l have to prop up i t s ac t in the 
o the r areas where i t s performance a t b e s t could be termed 
average. 
Kinet ic Honda f inds i t s e l f ensnared in a 'Catch 22' 
scenar io . Already saddled with a high l i s t p r i c e and shoddy 
q u a l i t y , the Japanese management team who are desperate to 
inprcve q u a l i t y have found "that the new vendors are wi l l i ng 
to supply tcp grade q u a l i t y components a t commensurate 
l eve l s of p r i c i n g . If t h i s i s r e s o r t e d to the qua l i ty would 
d e f i n i t e l y be hiked up but then so would the cos t f ac to r to 
the consumer. With Honda Japan i t s e l f facing a lean per iod <• 
in plummetting motorcycle sa l e s worldwide, there i s not enougl 
flow of ffunds from the paren t corrpany and what emerges i s 
a muddled p i c t u r e of missed o p p o r t u n i t i e s . However, the fac t 
remains t h a t p re sen t k i n e t i c Honda q u a l i t y i s a couple of 
notches b e t t e r than what was on offer l a s t year . As such the 
gain I s t he r e ( fo r the consumer ) bu t the pa in p e r s i s t s for 
t h e m a n u f a c t u r e r who h a s h a d t o h i k e t h e l i s t p r i c e and 
a l s o c o n t e n d w i t h s l i c k l y p r e s e n t e d LML S e l e c t s , I n a 
n u t s h e l l KHML h a s a l o t o f c a t c h i n g up t o d o . 
MABKET LEADER OF SCOOTERSs 
Most of t h e p r o d u c t s of " B a j a j Auto " occupy 
l e a d i n g p o s i t i o n i n t h e i r r e s p e c t i v e s e g m e n t s , B a j a j M-80 
i s m a r k e t l e a d e r . T h e i r new i n t r o d u c t i o n s s u p e r FE a n d 
C h e t a k M e l a l l i c h a v e so f a r done w e l l . 
They a r e i n t r o d u c i n g a new c h e t a k model c a l l e d 
c h e t a k c l a s s i c l a t e r t h i s y e a r . D u r i n g t h e f i r s t f o u r 
f o u r m o n t h s of 1 9 9 3 - 9 4 , t h e s a l e s h a v e i n c r e a s e d by 
more t h a n 22% from t h e c o r r e ^ o n d i n g p e r i o d of 1 9 9 2 - 9 3 . 
MARKET SHARE OF SCOOTERS : 
( A p i r l 1993 t o J a n u a r y 1 9 9 5 ) . 
S c o o t e r s S a l e s ( u n i t s ) ^ a r k e t s h a r e (%0 
B a j a j Au to 5 , 0 2 , 8 8 1 76% 
LML Vespa 1 , 1 3 , 2 3 9 16% 
K e n e t l c Honda 5 8 , 2 8 9 8% 
( S o u r c e s C a r and B i k e March 199 4 ) . 
But what i t needs most despera te ly i s a good 
tap end product t o take on the l i k e s of LML vespa s e l e c t 
spec i a l s which have the segment of the market a l l sewn 
up and achieved t h e i r almost aim j u s t through shor ts 
increase t h e i r sa les f i g u r e . 
3 . RESEARCH DESIGN AND METHODOLOGY 
3 - RESEARCH METHODOLOGY ftND DESICa? 
RESEARCH CENTRE j - ALIGARH CITY AND UNIVERSITY CAMPUS -
Resea rch Methodology and d e s i g n i s a p r o c e d u r e f o r 
c o l l e c t i n g and a n a l y s i n g n e c e s s a r y da ta which he lp t o 
s o l v e t h e p rob lems in a b e t t e r way, s o t h a t , the va lue 
of c o l l e c t e d i n fo rma t ions i n r e l a t i o n t o i t s c o s t s and 
maximised w i t h t h e h e l p of t h i s r e s e a r c h p r o c e s s o r 
p r o c e d u r e we c a n e a s i l y h a n d l e t h e problems and s t a y s 
a s s o c i a t e d w i t h market r e s e a r c h . 
Research P r o c e s s c o n s i s t s of a s e r i e s of s t e p s , which 
a re n e c e s s a r y f o r e a r r i n g o u t r e s e a r c h works« These s t e p s 
a r e a s f o l l o w s -
1, problem D e f i n i t i o n t 
130 t h e p r o c e s s of r e s e a r c h d e f i n i t i o n of a problem 
p l a y s a v i t a l r o l e and i t i n v o l v e s t o de te imine c l e a r l y 
what management p r o b l o n i s and the t ype of in fo rmat ion t h a t 
r e s e a r c h can p roduce a f t e r s o l v i n g t h e problem. 
% e work i s denoted t o u n d e r s t a n d change in p r e f e r e n c e s 
of consumers and t h e i r p u r c h a s i n g b e h a v i o u r of s c b o t e r s 
tha t has taken place over a period of time because of 
fas t growing changes in the world of business and economic 
environment of scooters industries and also together infozu-
mation regarding consumer intel l igence of conpetition in 
scooters market. Therefore^ consumer preferences and 
purchasing behaviour of scooters i s a ui5>recedented 
phenomenon in scooters indust r ies . 
As we observed that the demand for two wheelers pa r t i s 
cular ly scooters has been increasing rapidly for the las t 
few years . All types of scooters fuel economy and low price 
became more popular accepted a t t r i bu t e s . For exanple scooters 
come under t h i s , category which is mostly accepted in 
medium classes and even in low medium c lasses . Now available 
scooters in the market are most fuel eff ic ient and i t s appe-
arance with few sophisticated a t t r i bu t e s like l ight weight 
l ighting system and easy to handle. Keeping in view i t s 
inportance and u t i l i ty^ i t i s in terest ing to investigate 
through consximers survey into the factors that way» influ-
ence the choice of customers amongst different scooters , 
Moreover taking in view of the current economic trend, 
technological and social fac tors , i t i s wondered to explore 
i J 
the potentialities of its marketability. The tastes 
of consumers their desires and needs enables a person 
working in a business environment to function more 
successfully. It is customerily used to happen and it 
is noticed too, whenever there is choice of brands of 
a product consumer mobility seems to be imevitable. 
As a human being, consumers always deviate to change their 
i 
t a s te and go for a b e t t e r one if choice is there, 
2, Value of Information ; 
This survey has conducted s t r i c t l y for academic 
purpose and the information col lec ted i s almost for 
producing of scooters as i t wi l l provide them a deep 
information about consumers preferences and the i r buying 
behaviour which wil l be helpfull in formulating marketing 
strategy in terms of market segmentation. 
This survey i s conducted during the month of February 
and March 1995 to the view an investigation of a t t r ibu tes 
inportance in scooter purchasing. The study essent ial ly 
aimed a t securing two types of informations-. 
the p o t e n t i a l i t i e s of i t s marketabili ty. The t a s t e s 
of consumers t h e i r desires and needs enables a person 
working in a business environment to function more 
successfully. I t i s customerily used to happen and i t 
i s noticed too, whenever there is choice of brands of 
a product consumer mobility seems to be imevitable. 
As a human being, consumers always deviate to change the i r 
t a s t e and go for a b e t t e r one if choice is there, 
2, Value of Information i 
This survey has conducted s t r i c t l y for academic 
puipose and the ii^ormetion col lected i s almost for 
producing of scooters as i t wi l l provide them a deep 
information about consumers preferences and the i r buying 
behaviour which wil l be helpfull in foinnulating marketing 
strategy in terms of market segmentation. 
This survey i s conducted during the month of February 
and March 1995 to the view an investigation of a t t r ibu tes 
importance in scooter purchasing. The study essent ia l ly 
aimed at securing two types of information*-
u 
i) Behavioral, pa r t i cu la r ly the intended aspects 
and factual; inclusiveness of consumers 
a t t i t udes , 
i i ) Awareness and influence of others, 
3. Data Collection Approach : 
The survey method has been taken for the syste-
matic gathering of information from respondent through 
questionnaire which were administered through di rec t 
interview and thus the s t ruc tura l d i rec t interview was 
conducted. The required data is col lected from different 
sources. These sources are : -
1) Primary data source, and 
i i ) Secondary data source. 
Primary data is f i r s t hand col lected data source 
through conducting survey, which i s more relevant and 
secondary data are those which are already collected by 
others and we get th is data to go through periodicals 
magezines, news pgpers and journals. 
4, Measureroent lechnicfue » 
In research process measurement technique is one 
of the raost Inportant s tep, which is used in conducting 
the survey through questionnaires which is a formalised 
s tructure of instrument for asking questions indirectly 
from respondents and represent the roost common form of 
measureroent in marketing research. All these informations, 
have been col lected di rec t ly from respondents. Basically 
these data are primary in nature that f a c i l i t a t e the 
study. This type of survey research is found to be best 
f i t t e d for descriptive research, i t i s as usually, undertaken 
to learn about people 's knowledge, bel ieves , preferences, 
sa t isfact ion and behaviours, and to measure the i r magnitudes 
in the population. 
5. Population and the Sang?le : 
Under the survey study population consis t of a i l type 
of scooter of owners who have purchased thAir scooters and 
also those who are planning to s e l l and planning to purchase 
new or old one in a given period. 
i ) Sagt>le s i ze s 
The saniple size of the market survey i s hundred 
in the form of sdajslif led s t ruc tu red ques t ionna i res on which 
the study i s based, Ali hundred ques t ionna i res were d i s t r i b -
u ted among four groups of consumers , and only among tlx)se 
consumers who have already s c o o t e r , so t h a t a l l the ques t io -
nnai res may fu l ly answered and the response r a t e could be 
hundred j^ercent . The study was conf ined^ to Aligarh c i t y and 
Univers i ty campus* For t h i s survey s t r a t i f i e d saapling i s 
adopted and the respondents are grouped on the ground of 
income, age and occi:5>ation. 
Deta i led t a b l e i s given below » 
Group Age (years) Monthly Income (RS») Occupation/ 
Profess ion 
I Below 20 years Below RS. 2000 
I I 20-25 yea r s Rs. 2000-3000 
I I I 25-30 years Rs. 3000-4000 
IV. Above 30 years 4000-5000 
Above 5000 
Student"" 
Servicemen 
Businessmen 
Others /Profess ionals 
From ques t i onna i r e s , ^ e c i f i e d number of u n i t s are choosen 
from each group by random means and s t r a t i f i e d sarrpling 
involves t rea t ing each stratum in the population is a 
segment of that population having one ot more comnon 
cha rac te r i s t i c s . The rat ionale of s t r a t i f i ed sairpling 
i s abvious from the point of view to ensure representation 
and intergroup conparision • Thus, th i s method of sanpling 
i s usefull in enforcing the sample in each stratum to be 
proportional to i t s whole population. However, i t i s noted 
that proportions are d is t r ibuted around the population 
approximately normally as long as the population propor-
t ion i s not near zero(o) or one 11) or the sanple is 
reasonably large. The r isk of over and under sanplmg is 
avoided . Thus, i t reduced the potent ia l sanpling error 
considerably. 
i i i ) Sanole procedure s 
Due to constra int of time, the study i s res t r ic ted 
to the Aligarh c i t y and university (A.M.U.) canpus and 
questionnaires are dis t r ibuted among the scooter owners, 
a t the conveyance of the surveyor. The surveyor t r ied to 
contact consumers of Aligarh c i t y and University canpus 
to different s t ra ta of society with different economic 
and social background. 
i i.* 
Fonnulatlon of questionnaire : 
The technique of s inpl i f ied structure of questionnaire 
is used due to the fodlowing reasons, 
i) Since the questions are formulated in advarjce, and a l l the 
required informations can be received in an orderly and 
systematic way, 
i i ) •''•t provides maxinnim control replying /answering process . 
The significance of various questions are discussed 
as follows:-
Q,No«(l) This i s the question to know about owning of 
scooter or nat, 
I, 2+3 ) Which scooters consumers have and of which specific 
brand? 
tt 4) This question i s re la ted to the purpose of buying 
th i s scooter, 
, , 5) This question is re la ted to the time of using the 
scooter, 
, , 6 ) This question i s re la ted about the reasons to 
purchase i t in order of preferences. 
Q.No, 7,8) These q u e s t i o n s a re abou t t h e sources t o which 
some one g e t t h e i r i n f o r m a t i o n s and which source 
i s most e f f e c t i v e among them. 
Q,No.9,10) "nirough whose q p i n i o n i n p u r c h a s i n g a s p e c i f i c 
b r and and why t o p u r c h a s e t h a t s p e c i f i c b rand of 
s c o o t e r ? 
, , 11) This q u e s t i o n i s abou t t h e a c c e p t a n c e of i n c e n t i v e s 
a f f o r e d by a d e a l e r i n r a n k i n g o r d e r , 
, , 1 2 , 1 3 ) These q u e s t i o n s a re r e l a t e d t o t h e s e r v i c i n g of 
t h e s c o o t e r . 
, , 1 4 , 1 5 / 1 6 ) T h e s e q u e s t i o n s a r e about the s a t i s f a c t i o n of the 
consumers and why? 
, , 1 7 # l 8 , l 9 / 2 0 ) These q u e s t i o n s a re about t h e s e l l i n g of t h e o ld 
s c o o t e r and p u r c h a s e of new o r o l d one and why? 
, , 2 1 , 2 2 , 2 3 ) These a r e t h e p e r s o n a l q u e s t i o n s about a g e , income 
and occi:5>ation of consumers , 
LIMITATIONS OP THE STUDYi 
1) The sample s i z e i s s m a l l , due t o t ime c o n s t r a i n t on t h e 
p a r t of i n v e s t i g a t o r , hence g e n e r a l i s a t i o n may n o t be 
a c c u r a t e . 
2) The survey i s r e s t r i c t e d t o A l iga rh c i t y and u n i v e r s i t y 
ca i rpus . Although i t i s b e l i e v e d t h a t a t t i t u d e s do no t 
change c o n s i d e r a b l y from one r e g i o n t o ano the r r e g i o n . 
J ^ 
3) D e l i b e r a t e f a l s i f i c a t i o n by consumers in responding 
t o q u e s t i o n s l i k e monthly fami ly income e t c . 
4) I n s p i t e of c o o p e r a t i v e a t t i t u d e of t h e r e s p o n d e n t s , 
s tudy might s u f f e r from c e r t a i n unavo idab le l a p s e s which 
can mainly be a t t r i b u t e d e i t h e r due t o envi ronmenta l 
f a c t o r s goveiming t h e mot ives of r e s p o n d e n t s on t h e i r 
c o n s c i o u s o r sub c o n s c i o u s b i a s . 
4 . ^ A L Y S I S AND D^TERPRETATION OF DATA 
/L-ftNftLYSIS AND INTERPRETATION OF DATA l i i 
Q.NO«2,3 
HYPOTHESIS : B a j a j S c o o t e r i s more p o p u l a r . 
TABLE. 2 
B r a n d Name No, o f R e s p o n d e n t s 96age T o t a l % age 
1 , Ba^a i j Auto : 
B a j a j C h e t a k 
Bajc 
Bajc 
i j C h e t a k C l a s s i c 
j j S u p e r 
B a j a j Sunny 
Bajc j j FE 
B a j a j M-80 
2 . LML 
USL 
LML 
LMii 
hML 
LML 
LML 
VesDa : 
v e s p a S e l e c t 
V e ^ a Al fa 
Vespa 150 GC 
V e ^ a 150 NV 
Vespa MIRAGE 
v e s p a COMET 
LML Vespa Al fa 
( S p l i t S e a t ) 
3 . K e n e t i c Honda • 
17 
07 
13 
02 
04 
01 
24 
08 
04 
05 
03 
02 
03 
15 
=44 
=49 
=15 
1 5 . 7 4 
0 6 . 4 8 
1 2 . 0 4 
0 1 . 8 5 
0 3 . 7 0 
0 0 . 9 2 
2 2 . 2 2 
0 7 . 4 2 
0 3 . 7 0 
0 4 . 6 3 
0 2 . 7 8 
0 1 . 8 5 
0 2 . 7 8 
1 3 . 8 8 
4 0 , 7 4 
• 
4 5 . 3 8 
1 3 . 8 8 
T o t a l 108 100 100 
t, !i 
ANALYSIS J 
The ebove s u r v e y t a b l e c l e a r l y shows t h a t mos t o f 
t h e r e s p o n d e n t s , i . e . 4 5 . 3 8 % a r e u s i n g LML Vespa s c o o t e r 
f o l l o w e d b y B a j a j S c o o t e r , ! • e , 40.74% and h a s o c c u p i e d 
t h e i r r a n k j u s t a f t e r LML v e ^ a and t h e l e a s t number 
of u s e r s a r e of K i n e t i c t ionda i . e . 13 .88% and LML v e s p a 
s c o o t e r h a s o c c u p i e d on t h e t a p p o s i t i o n due t o i t s a 
new s p e c i f i c b r a n d of s c o o t e r i . e , LML v e s p a s e l e c t . 
A c c o r d i n g t o m a r k e t s u r v e y more t h a n 72% r e s p o n d e n t s 
h a v e p u r c h a s e d LML v e s p a s e l e c t d u r i n g p r e v i o u s y e a r (199 4) 
and t h i s s u r v e y h a s a l s o p o i n t e d o u t t h e more and more 
s a l e of "SELECT SCCOTER" t h a n o t h e r s c o o t e r s . 
Thus h y p o t h e s i s i s r e j e c t e d . 
Q.NO. 4 . 
HYPOTHESIS 5 The b a s i c p u r p o s e of " b u y i n g s c o o t e r i s a l m o s t 
s a v i n g o f t i m e , 
TABLE-3 
• , , , • • . - . . , . I - . , . . , . . . . i ^ i , . • • 
P u r p b s e No. of R e s p o n d e n t s % age 
B u s i n e s s 35 3 2 . 4 1 
F a m i l y l 8 1 6 , 6 7 
S a v i n g of t i m e 49 4 5 . 3 7 
M a i n t a i n i n g s t a t u s 0 6 0 5 . 5 5 
T o t a l 108 100 
L. 1 
ANALYSIS I 
H y p o t h e s i s i s o c c u p a t e d i n t h i s r e g a r d due t o 
t h e l a r g e number o f r e s p o n d e n t s , i , e , 45.37% h a v e 
p u r c h a s e d t h e i r s c o t t e r f o r t h e p u r p o s e o f s a v i n g of 
t i m e , and 3 2 , 4 1 % r e s p o n d e n t s h a v e p u r c h a s e d t h e i r 
s c o o t e r f o r b u s i n e s s p u r p o s e a n d 16 ,67% r e s p o n d e n t s 
h a v e p u r c h a s e d t h e i r s c o o t e r f c r f a m i l y p u Q j o s e a n d t h e 
l e a s t p e r c e n t a g e , i , e , 5,55% r e s p o n d e n t s h a v e p u r c h a s e d 
t h e i r s c o o t e r f o r m a i n t a i n i n g t h e i r s t a t u s , 
Q.No. 5 
HYPOTHESIS 1 
More of t h e p e c p l e a r e u s i n g t h e e x i s t i n g b r a n d 
f o r More t h a n 3 y e a r s , 
TABLE-4 
U s i n g S i n c e No, o f R e s p o n d e n t s %age 
6 months 21 19 , 44 
1 year 38 35.19 
2 years 31 38,70 
3 or more than 3 y r s , 18 16,67 
Total 108 100 
ANALYSIS : 
Above t a b l e p o i n t e d o u t t h a t roost of t he r e sponden t s 
a re u s i n g t h e i r s c o o t e r s i n c e one y e a r i , e. 35.19% fol lowed 
by s ince 2 y e a r s d , € . 28.70% and the number of r e sponden t s 
who a r e u s i n g t h e i r s c o o t e r sixx:e 6 months i , e. 19.44% and 
3 o r more than 3 y e a r s , i . e , 16.67% a r e l e s s in c c n p a r i s i o n 
t o a l r e a d y s a i d above two b rand of s c o o t e r . 
HYPOTHES IS i 
P r i c e a s w e l l a s q u a l i t y are t h e most dominent f a c t o r 
in p u r c h a s i n g d e c i s i o n . 
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Itius, o v e r a l l ranking of a t t r i b u t e w i l l be assigned 
the b a s i s of h ighes t percentage occi:5)ied and i t has been 
arranged on ascending order with ranks. 
No. of A t t r i bu t e s % age Ranking 
Fuel Consuiiption 
Milage 
Easy to Handle 
Qua 1 i ty 
P r i ce 
Colour 
Brand Papu la r i ty 
Appearance 
18.82 
18.74 
13.78 
13.47 
13.15 
09.23 
06.51 
06.30 
I 
I I 
I I I 
IV 
V 
VI 
V I I 
VIII 
I t i s c l e a r from the above ana lys i s t ab le t h a t 
fuel consunption as well as milage both are the domenating 
fac to rs in Purchasing dec is ion anong a l l a t t r i b u t e s . Easy 
to handle and q u a l i t y are considered t h i r d and fourth most 
inpor tan t a t t r i b u t e s and p r i c e i s a l so an Ixtportant fac to r which 
hold f i f t h rank p o s i t i o n and colour ,brand popu la r i ty as well 
as appearance are assigned to rank as s i x t h . Seventh and 
'Eighth rank r e spec t ive ly . 
Thus, hypothes is i s r e j ec ted . 
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ANALYSIS : 
The above a n a l y s i s t a b l e h a s ;^aiDted o u t t h a t t r a d e 
j o u r n a l s and m a g e z i n e s , i , € . 29 ,53% i s m o s t p o p u l a r s o u r c e 
of i n f o r m a t i o n i n c o i r p a r i s i o n t o a l l f o u r a n d f o l l o w e d by 
a d v e r t i s e m e n t , i . e , 29.04% i s t h e s e c o n d l i r p o r r a n t and e f f e c t i v e 
s o u r c e of i n f o r m a t i o n and p e o p l e s o p i n i o n i , e , 22.36% f a i r s and 
e x h i b i t i o n s i . e , 19 .07% and l e a s t e f f e c t i v e s o u r c e o f i n f o r -
m a t i o n h o l d f o u r t h a n d l a s t p o s i t i o n . 
Thus h y p o t h e s i s i s n o t a c c e p t e d . 
Q.NO. 8 I 
HYPOTHESIS ; 
T.V, i s m o s t e f f e c t i v e med ia o f a d v e r t i s e m e n t 
TABLE - 7 
Media No. o f R e s p o n d e n t s %age Rank 
T.V. 42 38 .89 I I 
Newspaper a n d 
M a g a z i n e s 49 4 5 . 3 7 I 
Rad io 17 1 5 . 7 4 - H i 
108 100 
L I 
ANALYSIS i 
Thds l e a d s t o t h e c o n c l u s i o n t h a t t he news 
p a p e r s and magaz ines , 45.37% i s the most e f f e c t i v e 
media of a d v e r t i s e m e n t fo l lowed by T.V. 38,89 % and 
r a d i o , i , e , 15.74% the r e s t e f f e c t i v e media of adver-
t i s e m e n t . 
Thus h y p o t h e s i s i s r e j e c t e d . 
z^ 
ST NO.?. 
HYPOTHESIS - 8 
I n p u r c h a s i n g d e c i s i o n f a m i l y members c p e n i c n i s 
c o n s i d e r e d t o be t h e more I m p o r t a n t t h a n o t h e r s . 
TABLE-8 
O p e n i o n of No. of R e s p o n d e n t s Ttaige 
F a m i l y members 57 5 2 . 7 8 
F r e i n d s 38 3 5 . 1 8 
D e a l e r s 13 1 2 . 0 4 
T o t a l 108 100 
A c c o r d i n g t o a b o v e t a b l e i t i s a b v i o u s t h a t i n f l u e n c e 
of f a m i l y members , i . e . 52 . 78?6 i n t h e p u r c h a s e d e c i s i o n 
of s c o o t e r i s m o s t i n p o r t a n t and i n f l u e n c e of f r i e n d s 
i . e . 35.18% and d e a l e r s i s t h e l e a s t , i . e . 12.14%. 
T h u s , h y p o t h e s i s i s a c c e p t e d . 
Q.No.10 
HYPOTHESIS; 
I n p u j p s h a s l n g o f a scoo-bei: p a y m e n t on i n s t a l rnan t ; 
w i l l b e f i r s t p r e f e r e n c e . 
TABLE - 9 
(1x3) (11x3) (111x2) ( l l x l ) T o t a l %age Rank 
s c o r e 
p a y m e n t on 
I n s t a l m e n t 19 2 75 44 13 324 3 0 . 6 2 I 
A v a i l a b i l i t y 
o f ^ a r e p a r t s 9 2 87 64 24 264 2 5 . 2 4 I I 
(4x23) (3x29) (2x32) (1x24) 
Law c o s t of 
s p a r e p a r t s 56 90 48 40 234 2 2 . 1 2 I I I 
(4x14) (3x30) (2x24) (1x40) 
Law S e r v i c e 
c h a r g e 60 72 60 39 231 2 2 . 0 2 IV 
(4x15) (3x24) (2x30) (1x39) 
T o t a l 1058 100 
ANALYSIS s 
I t i s c l e a r f rcm t h e above t a b l e t h a t t h e paymen t 
on I n s t a l m e n t , i . e . 30 . 6256 p l a y s a d o m i n e n t r o l e i n p u r c h a s i n g 
of a s c o o t e r , f o l l o w e d by a v a i l a b i l i t y of s p a r e p a r t s , i , e , 
25.24% a n d low c o s t o f ^ a r e p a r t s , i . e , 22 ,12% a s w e l l a s low 
s e r v i c e c h a r g e i . e , 2 2 . 0 2 % r e s p e c t i v e l y . 
Thus h y p o t h e s i s i s a c c e p t e d . 
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This o v e r a l l r ank ing w i l l be a s fo l l ows : -
% age Ranking 
payment on i n s t a l m e n t s 26,05 I 
Guarantee 22,34 I I 
Exchange from o l d t o 
new one 21,3<l I I I 
Free S e r v i c e 15.37 IV 
Discount on c 4 s h payment 14 .94 V 
ANALYSIS : 
Th is t a b l e p o i n t e d o u t t h a t payment on i n s t a l m e n t i , e , 
26,05% a r e p r e f e r r e d by more r e s p o n d e n t s , w h i l e G u a r a n t e e , i , e . 
22.34% , exchange from o l d to new o n e , i , e, 21,30% , f r e e seirvice 
15.37% and d i s c o u n t on cashpayment a r e having t h e i r r o l l r e s p e c t i v e l y . 
Thus, h y p o t h e s i s i s a c c e p t e d . 
Q,N0.12 
HYPOTHESIS ; 
The s e r v i c e r equ i r emen t of s c o o t e r i s l e s s than 3 months. 
TABLE-11 
( P e r c e n t a g e in b r a c k e t ) T o t a l 
S c o o t e r 3 months 6 months 9 months 1 y e a r 
Ba ja j Auto 25(56.82) 13<29.55) 04(9 .09) 2(4.45) 44(40.74) 
LML Vespa 31(63.26) 12(24.48) 06(12.24) 0 49(45.37) 
Kene t ic Honda 05(33.33) 08(53 .33) 1(6 .67) 1(6 .67) 15(13.85) 
T o t a l 61(56.48) 34(30.55) 11(10.18) 3(2 .78) 108(100 
ANALYSIS ; 
The above a n a l y s i s t a b l e shows t h a t t h e roost of t h e r e s p o n d e n t s , 
i . e, 56.48% d i d t h e i r s c o o t e r s e r v i c i n g a f t e r 3 months , 30, 559i 
r e sponden t s a f t e r 6 months and on ly 10.18% a f t e r 9 months and 2.78% 
only a f t e r one y e a r . 
The p e r c e n t a g e of s e r v i c i n g a f t e r 3 months i s more in LML 
vespa , i . e . 63.26% in compar i s ion to b a j a j , Auto only 56.82% 
and 33.33 % on ly in Kene t i c Honda, and the 6 monthly s e r v i c i n g 
i s h i g h e r in Kene t i c Honda, i . e. 53.33% and on ly a l i t t l e d i f f e r e n c e 
in LML vespa , i . e. 24.48% in c o n p a r i s i o n t o b a j a j a u t o i . € , 29.55%. 
Thus, i t i s to be conc lude t h a t mos t ly s e r v i c i n g i s r e q u i r e d 
a f t e r t h r e e months and h y p o t h e s i s i s a c c e p t e d . 
.•it) 
HYPOTHESIS : 
The c o s t o f s e r v i c i n g o f s c o o t e r s a r e l e s s c o s t l y i n c o n p a r i s i o n 
t o o t h e r two w h e e l e r s , 
TABLE-12 
S c o o t e r s C o s t o f s e r v i c i n g w i t h p e r c e n t a g e i n b r a c k e t 
Very c o s t l y C o s t l y L e s s c o s t l y Cheap T o t a l 
B a j a j Auto 3 ( 6 . 8 2 ) 9 ( 2 0 . 4 6 ) 1 9 ( 4 3 . 1 8 ) 1 3 ( 2 9 . 5 4 ) 44(40.74) 
LML Vespa 2 ( 4 . 0 8 ) 4 ( 8 . 1 7 ) 2 6 ( 5 3 . 0 6 ) 1 7 ( 3 4 . 6 9 ) 49(45.37) 
K e n e t i c Honda 3(20%) 4 ( 2 6 . 6 7 ) 5 ( 3 3 . 3 3 ) 3(20%) 15(13.89) 
T o t a l 8 (7 .4X) 1 7 ( 1 5 . 2 4 ) 5 0 ( 4 6 . 3 0 ) 3 3 ( 3 0 . 5 5 ) 108(100) 
Above t a b l e shows t h a t v e r y c o s t l y s e r v i c i n g i s 
more i n K e n e t i c ^ o n d a i . e . 2 0 % a n d r e s p o n s e s by r e s p o n d e n t s a r e 
l e s s and l e s s a b o u t v e r y c o s t l y s e r v i c i n g of B a j a j Auto and LML 
v e s p a i . e . 6 . 8 2 % and 4.08% r e s p e c t i v e l y . The p e r c e n t a g e of c o s t l y 
s e r v i c i n g i s h i g h i n K e n e t i c Honda , i , e . 26.67% f o l l o w e d by B a j a j 
Auto 20.46% and l e a s t i n LML v e s p a i . e . 8.17% . I n LML v e s p a , 
t h e p e r c e n t a g e of s e r v i c i n g c h a r g e l e s s c o s t l y i s h i g h (53.06%) , 
f o l l o w e d by B a j a j Auto (43.18%) and l e a s t i n K e n e t i c Honda i , e . 
33 .33% . The h i g h e s t p e r c e n t a g e of c h e a p s e r v i c i n g i n LML v e s p a 
( 3 4 . 6 9 % ) . A c c o r d i n g t o a n a l y s i s t a b l e , v e r y c o s t l y s e r v i c i n g i s o f 
•A ' i 
K e n e t i c Honda ( 2 0 % ) , c o s t l y o f a l s o k e n e t l c Honda , l e s s c o s t l y 
a n d c h e e p o f hML v e s p a . 
T h u s , h y p o t h e s i s i s a c c e p t e d t h a t t h e s e r v i c i n g of s c o o t e r 
i s l e s s c o s t l y i n c o m p a r i s i o n t o o t h e r two w h e e l e r s , 
Q.NO. 14 
HYPOTHESIS $13 
B a j a j o w n e ' s a r e more s a t i s f i e d w i t h t h e s c o o t e r s u s e r 
o t h e r b r a n d o w n e r , 
TABLE - 13 
( p e r c e n t a g e i n b r a c k e t ) 
S c o o t e r S a t i s f i e d N o t s a t i s f i e d T o t a l 
B a j a j Auto 3 6 ( 8 1 . 8 2 ) 8 ( 1 8 . 1 8 ) 4 4 ( 4 0 . 7 4 ) 
LML Vespa 4 1 ( 8 3 . 6 7 ) 8 ( 1 6 . 3 3 ) 4 9 ( 4 5 . 3 7 ) 
K i n e t i c Honda 9(60%) 6(40%) 1 5 ( 1 3 . 8 9 ) 
T o t a l 8 6 ( 7 9 . 6 3 ) 2 2 ( 2 0 . 3 7 ) 108(100) 
ANALYSIS J 
A f t e r a n a l y s i n g t h e d a t a i t i s c l e a r t h a t 79 .63% r e s p o n d e n t s 
a r e s a t i s f i e d w i t h t h e i r s c o o t e r and o n l y 20.37% a r e n o t s a t i s f i e d 
w i t h t h e i r s c o o t e r . Once more c l a r i f i c a t i o n i s t h a t among t h e 
s a t i s f i e d , t h e h i g h e s t p e r c e n t a g e i s o f LML v e s p a u s e r s i , e . 8 3 , 67% 
f o l l o w e d by B a j a j Auto u s e r s i , e . 81 .82% a r e s a t i s f i e d . On t h e 
o t h e r h a n d among t h e d i s s a t i s f i e d , t h e h i g h e s t p e r c e n t a g e i s of 
K e n e t i c Honda i , e . 40% f o l l o w e d by B a j a j Auto i , e . 18 .18%. 
Q»No.l5 
HYPOTHESIS 1 
The b a s i c r e a s o n of d i s s a t i s f a c t i o n of s c o o t e r u s e r s i s problems 
r e l a t e d t o the b rand , 
(Pe rcen t age in b r a c k e t ) 
Ba ja j Auto LML V e ^ a Kenet ic Honcfe To ta l 
I t c r e a t e s more 
problem 
1 s t r e p a i r s a re 
c o s t l y 
3 ( 3 7 . 5 ) 
4(50) 
I t consume more f u e l 1 (12 ,5) 
4 (50 ) 
3(37,5) 
1 (12 .5) 
1(16.67) 
3(50) 
2 ( 3 3 . 3 3 ) 
8(36.36) 
10(45.45) 
4(18.18) 
T o t a l 8(36.36) 8(36.36) 6(27.28) 22(100) 
ANALYSIS t 
The most e f f e c t i v e cause of d i s s a t i s f a c t i o n i s of c o s t l y 
r e p a i r s i . e , 45. 45% fo l lowed by c r e a t i n g more problems i , e . 3 6 . 36% 
and consume more f u e l i s t h e l a s t c ause o r nominal couse of 
d i s s a t i s f a c t i o n of s c o o t e r u s e r s . Repa i r s c h a r g e s a r e more c o s t l y 
of Ba ja j u s e r s i . e . 50% a s w e l l a s of Kene t i c Honda and on ly 37,5% 
re sponses are a g a i n s t LHL vespa u s e r s . High p e r c e n t a g e of response 
about consuming more f u e l of k e n e t i c Honda u s e r s i , e, 33,33 whi le 
B a j a j and LML are in p a r a l l e l i . e . 1 2 , 5 % each. 
Thus , h y p o t h e s i s i s r e j e c t e d . 
a 0 
g ,N0,16 
H¥POTH£SI£ j 
The b a s i c r eason of s a t i s f a c t i o n of s c o o t e r u s e r s i s 
h igh mi lage /Average , 
TABLE - 1 5 
S c o o t e r (pe rcen tage in b r a c k e t ) 
Ba ja j Auto LML vespa Kene t i c Honda T o t a l 
Lew maintenance c o s t s 2(5 .55) 3(7 .72) 0 5(5.81) 
High milage/Ave rage 20(55.55) 23(56.10) 3(33.33) 46(53.49) 
A v a i l a b i l i t y of Spare 
p a r t s 6(16.67) 4(9 .77) 23(56.10) 13^15.12) 
Loca l s e r v i c e s 4(11.11) 5(12.19) 1 ( 1 1 . l i ) 10(11.63) 
Easy t o h a n d l e / P i c k - u p 4(11.11) 6(14.63) 2(22.22) 12(13.95) 
T o t a l 36(41.86) 41(47.67) 9 (10 .46) 86(100) 
ANALYSIS; 
The h i g h e s t number of s a t i s f i e d r e s p o n d e n t s a r e in LML 
v e s p a , i , e. 47.67% and t h e most i n p o r t a n t r eason of h i g h e s t 
s a t i s f a c t i o n in LML vespa i s due t o h igh riiilage/Average and t h e 
p e r c e n t a g e most s a t i s f i e d r e ^ o n d e n t s a r e 56.10% , fo l lowed by Ba ja j 
Auto u s e r s , i , e . 41.8696 r e sponden t s a re s a t i s f i e d due t o t h e same 
p o i n t i . e, h igh mi lage / a v e r a g e and t h e p e r c e n t a g e of r e s p o n d e n t s 
a r e 55.55% and the second good p o i n t f o r s a t i s f a c t i o n of LML vespa 
u s e r s a r e easy t o h a n d l e / p i c k - u p i . e. 14.63% r e s p o n d e n t s and second 
good p o i n t f o r s a t i s f a c t i o n in B a j a j Auto i s the a v a i l a b i l i t y of 
J 7 
s p a r e p a r t s , i , e . 16 .67% r e s p o n d e n t s and i n k e n e t i c Honda t h e 
good p o i n t f o r s a t i s f a c t i o n a r e h i g h m i l a g e / A v e r a g e i . e . 33,33% 
r e s p o n d e n t s a s w e l l a s a v a i l a b i l i t y o f s p a r e p a r t s , i . e , a l s o 
33 .33% r e s p o n d e n t s . 
T h u s , h y p o t h e s i s i s a c c e p t e d . 
Q.NO. 17 : 
HYPOTHESIS : 
More of LML u s e r s a r e p l a n n i n g t o s e l l them t h e b a j a j 
u s e r s . 
TABLE - 1 6 
( P e r c e n t a g e i n b r a c k e t ) 
S c o o t e r YES NO T o t a l 
B a j a j Auto 7 ( 1 5 . 9 1 ) 3 7 ( 8 4 . 0 9 ) 4 4 ( 4 0 . 7 4 ) 
LML Vespa 1 0 ( 2 0 . 4 1 ) 3 9 ( 7 9 . 5 9 ) 4 9 ( 4 5 . 3 7 ) 
K e n e t i c Honda 6(40) 9 ( 6 0 ) 1 5 ( 1 3 . 8 9 ) 
T o t a l 2 3 ( 2 1 . 3 0 ) 8 5 ( 7 8 . 7 0 ) 108(100) 
ANALYSIS : 
I t i s c l e a r from t h e above a n a l y s i s d a t a t h a t 73 .70% r e s p o n d e r t 
h a v e no p l a n n i n g t o s a l e t h e i r s c o o t e r , i n w h i c h B a j a j s c o o t e r 
o w n e r s a r e on t h e t a p r a n k i , e , 84 .09% r e s p o n d e n t s h a v e no p l a n e d 
;i.) 
t o <sales t h e i r s c o o t e r s fo l lowed by LML vespa owners l , e . 79.59% 
and b e s t p e r c e n t a g e of r e sponden t s of k e n e t i c Honda ! , € , 60% . 
Cn t h e o t h e r h a n d , Kene t i c Honda owners a r e on the t ap rank 
who have p l a n n e d t o s a l e r h e i r (scooter JU e. 40% fol lowed by 
LML and b a j a j a u t o , r e s p o n d e n t s , i , e 20.41% and 15.91% r e s p e c t -
i v e l y and on ly 21.30% scoocer owners have p l a n n e d t o s a l e 
t h e i r s c o o t e r . 
Thus, h y p o t h e s i s i s a c c e p t e d . 
Q.No.18 
HYPCniESIS ; LML vespa S c o o t e r i s t h e a l t e m a a t i v e c h o i c e f o r 
p u r c h a s e of s c o o t e r s . 
T ; ^ L E « . 1 7 
S c o o t e r t o p u r c h a s e No. of Respondents 
Ba ja j Auto LML Vespa Kenet ic Tota l 
Hcnda 
New one 6(85.71) 9(90) 4(66.67) 19(82.61) 
Second Hand 1(10/ 1(16.69) 2(8.695) 
Non 1(14 .29) - - 1(16.67) 2(8.695) 
T o t a l 7 (30 .43) 10(43 .48) 6(26.09) 23(100) 
ANALYSIS t 
Through above da ta a n a l y s i s , h i g h e s t p e r c e n t a g e of 
r e sponden t s a r e ready t o p u r c h a s e new s c o o t e r a f t e r s ca l e of 
SJ 
t h e i r o ld scooter i . e. 82.61% in which 90% respondents are 
ready t o purchase new LML vespa scooter followed by ba ja j 
respondents (85.71%) who are ready to purchase new ba ja j 
scooter and 66.67% respondents a re ready t o purchase new 
kenetic Honda* a f t e r sa le t h e i r o ld scooter . There are also 
10^ respondents who have given t h e i r responses to purchase 
second hand LML vespa scooter and 16,66% to purchase second 
hand kenetic Honda scooter , while the re i s nothing a s ingle 
response t o purchase second hand bajaj scooter . 
Thus, hypothesis i s accepted. 
OfrNOt 21 
HYPOTHESIS 1 
Most Of t h e r e s p o n d e n t s a r e t h e s t u d e n t s , 
TABLE-18 
C l a s s i f i c a t i o n of r e s p o n d e n t s on t h e b a s i s of p r o f e s s i o n . 
C l a s s i f i c a t i o n No,of Respondents % age 
s e r v i c e 26 24,07 
S t u d e n t 28 25.9 3 
B u s i n e s s 27 25.00 
Othe r s 27 25,00 
T o t a l 108 100.00 
i i i 
ANALYSIS : 
The p u r c h a s i n g d e c i s i o n i s a l s o d e t e r m i n e d by t h e 
p r o f e s s i o n o f t h e r e s p o n d e n t s , p a r t i c u l a r l y i n t h e c a s e o f 
c o n s u m e r d u r a b l e s . The h i g h e s t p e r c e n t a g e o f r e s p o n d e n t s 
a r e s t u d e n t s ( 2 5 . 9 3 % ) f o l l o w e d b y B u s i n e s s m e n C 2 5 1 ) / o t h e r s 
(25%) and s e r v i c e m e n ( 2 4 . 0 7 ) r e s p e c t i v e l y . 
T h u s , h y p o t h e s i s i s a c c e p t e d . 
p .NO.22 
HYPOTHESIS : 
Income o f mos t r e s p o n d e n t s a r e a b o v e RS. 5000. 
TABLE-19 
C l a s s i f i c a t i o n o f r e s p o n d e n t s on t h e b a s i s of I n c o m e ; -
Income (RS» ) No, of R e ^ o n d e n t s % age 
Below Rs. 2000 
Rs. 2000 t o 3000 
Rs. 3000 - 4 0 0 0 
Rs. 4000-5000 
Above Rs, 5000 
19 ( 1 7 . 5 9 ) 
1 3 ( 1 2 . 0 4 ) 
1 7 ( 1 5 . 7 4 ) 
2 4 ( 2 2 . 2 2 ) 
3 5 ( 3 2 . 4 1 ) 
1 7 . 5 9 
1 2 . 0 4 
1 5 . 7 4 
2 2 . 2 2 
3 2 . 4 1 
T o t a l 108 100% 
ANALYSIS : 
Income i s a n i n p o r t a n t and b a s i c f a c t o r wh ich i n f l u e n c e 
t h e p u r c h a s i n g d e c i s i o n o f c u s t o m e r , S c o o t e r u s e r s s t a n d a r d of 
l i v i n g a n d mode of l i f e and s t y l e r e f l e c t s t h e p a r t i c u l a r manner 
i n w h i c h income h a s u t i l i z e d . 
With t h e h e l p of a b o v e d a t a a n a l y s i s i t i s found t h a t 
17 ,59% r e s p o n d e n t s b e l o n g i n g t o income be low RS« 2 0 0 0 , o n l y 12.04% 
r e s p o n d e n t s whose m o n t h l y income i s RS» 2 0 0 0 - 3 0 0 0 , 1574 % whose 
m o n t h l y income i s RS. 3 0 0 0 - 4 0 0 0 , 22 .22% of RS. 4000-5000 and 
h i g h e s t p e r c e n t a g e of r e s p o n d e n t whose m o n t h l y income i s above 
5000 . 
Thus h y p o t h e s i s i s a c c e p t e d . 
Q»No. 23 
HYPOTHESIS : 
^]ost o f t h e r e s p o n d e n t s a r e among t h e age g roup of 
more t h a n 30 y e a r s . 
TABLE No. 20 
C l a s s i f i c a t i o n of R e s p o n d e n t s on t h e b a s i s of a g e : -
No. of R e s p o n d e n t s %ag€ 
Below 20 y e a r s 21 1 9 . 4 4 
2 0 - 2 5 y e a r s 23 2 1 . 3 0 
2&..30 y e a r s 27 2 5 . 0 0 
Above 30 y e a r s 37 3 4 . 2 6 
T o t a l 108 1 0 0 . 0 0 
't^ 
ANALYSIS i 
Out Of t h e t o t a l r e sponden t s 108 t h e r e p r e s e n t a t i o n 
of t h e p o t e n t i a l u s e r s of s c o o t e r b e i n g 19» 44 % in the age group 
below 20 y e a r s , and in they 20-25 y e a r s age group w i th 21% 
In above 30 y e a r s of age group h i g h e s t p e r c e n t a g e of r e ^ o n d e n t s 
i . e . 34.26% who have s c o o t e r fo l lowed by 25-30 yea r s of age 
g r a ^ w i th a p e r c e n t a g e of 25%, 
Thus t h e l e s t age group i . e . Above 30 y e a r s a re 
u s i n g more s c o o t e r i . e . 34.26% and h y p o t h e s i s i s accepteeU 
5 . SUMMARY AND CONCLUSION 
4J 
c SUMMARY AND CONCLUSION 
Af te r a n a l y s i n g f a c t o r s of t he P r e s e n t s tudy t h e i n v e s -
t i g a t o r h a s t r i e d t o draw t h e fo l l owing c o n c l u s i o n s , which 
a r e g ive a s fo l l ows ; 
1. The broades t and s t ronges t influence on the purchase, 
dec iss ion for scooters hes been found to be the family 
to be the family members, i , e. 57% of a l l the respondents 
take p a r t i c i p a t i o n with t h e i r family members before going 
to f i n a l purchase. One p o s s i b l e reason for t h i s may t h a t 
34.26% of t o t a l respondents are above 30 yea r s , and about 
61,23% (34,26%) respondents were married. This segment of 
popula t ion genera l ly have more i n t e r a c t i o n and p a r t i c i p a t i o n 
with t h e i r family members as compared to-.other group of 
pecp le . Natura l ly i t seems, more influenced by family members, 
2. Out of a l l respondents , 45.38% respondents are using LML 
Vespa brand of scooter which i s the h ighes t percentage ariKsng 
a l l th ree brands of scoo te r followed by ba ja j au to , i . e . 
40.74% resjpondents are using t h i s brand of scooter and only 
13.88% respondents was knet ic Honda brand and i t i s a l s o , 
c l e a r t h a t the ex ten t of conpe t i t i on p r e v a i l i n g between 
•LML' and Ba ja j ' scooter , 
3. The fuel e f f ic iency of the d i f f e r e n t brands of scooters 
reveal t h a t the fuel ef f ic iency of vespa s e l ec t i s excel lent 
4 
in cCTiparision to a l l other brands of scooter. The 
average fuel efficiency of vespa select is 76 km/l, 
as well as vespa select has also provided a new scheme 
for the exchange of old scooter to new one and also 
addit ional f a c i l i t y i , e. payment on instalments, loan 
scheme and have in a bosi t ion to easy in handling, and 
due to th i s f a c i l i t i e s and quali-cies 45.38% of to t a l 
respondents are using this scooter where as Bajaj auto 
has occupied second posi t ion. 
4. Consumer sat isfact ion is vested in inportant a t t r ibu tes 
of the scooter. The closer the relationship between the 
injjortant a t t r ibu tes and respondents mean consumer will 
be more sa t i s f ied and vive versa. 
The brand wise break up shows that in case of LML. vespa, 
respondents are more sa t i s f ied with fuel consumption, 
milage as well as easy to hand on the one hand and (diss-
a t is fact ion jus t a f ter sales service on the other hand. 
Thus company should try to improve the i r servicing af ter 
sale of a scooter and try to iir^jrove in t he i r a l l inpor-
tant a t t r ibu tes in order to enhance consumer sat isfact ion 
further. 
The owners of Bajaj Scooter and Kenetic Honda f e l t diss-
a t i s f i ed for fuel economy, looks and in handling in 
conparision to LML Vespa, and the owners of bajaj ~sre 
very sa t is f ied with be t t e r quali ty and brand popularity. 
• t , » 
Thus fuel economy, af ter sales service and in handling 
are some of the a t t r ibu tes which have dissatisfying effect 
in the respondents of some brand of scooter users,The 
corrpany should try to inprove these a t t r ibu tes in order 
to make an increase in scooter sales . 
5, A study of re la t ive iiaportant a t t r ibu tes of scooters are 
indicated that the users of LML vespa gave the i r preferences 
to the fuel economy over a l l other a t t r ibu tes whereas 
the users of Bajaj ?uto considered quali ty as the more 
inportant a t t r i b u t e . I t was also found that the iznportant 
a t t r ibu tes has attached by the owners of above two scooter 
owners. I t is evident from the study tha t owners of L^ iL 
vespa buy due to i t s fuel economy and bajaj owners buy 
bajaj scooter due to the i r be t t e r quali ty. 
Thus on the bas is of product benefit sought, i t is 
possible to segment the market for brand positioning and 
other promotional s t ra teg ies . The brand name of LML 
Ve^a has underlined how ixnportant i t is to identify 
the target market segment, af ter a product benefit sought 
by that segment, and use appropriate advertising and 
promotional s t ra tegies to communicate that benefit to 
the target market. 
4n 
6, Some respondents may feel d issa t i s fac t ion regarding cer tain 
a t t r i bu t e s of scooters and on the other hand they may be 
highly sa t i s f ied with the cer ta in a t t r ibu tes , in this 
way disBatisfecticn can be off set by sat isfact ion which 
wi l l frame over a l l sa t isfact ion level for the scooter. On 
the basis of overall inportant a t t r ibu tes of a sc6oter 
Owner get t he i r sa t is fect ion or dissat isfact ion. 
Thus, investigator has concluded that a i l the^iopoitant 
a t t r ibutes 'Of a scooter 1, e. Pr ice , qual i ty , fuel efficiency 
milage, colour, appearance as well as easy to handle are 
taken into consideration in purchasing of a scooter and 
also these important a t t r ibu tes affect the scooter owners 
sa t is fact ion or d issa t i s fac t ion by one or the other way and 
fuel consumption, milage as well pr ice and quality are the 
most Ijiportant and dominent a t t r ibu te s among, a l l of them. 
6. QUESTIONNAIRES 
t ( 
6- Q U E S T I O N N A I R E 
D e a r S i r / M a d a m , 
I am c o n d u c t i n g a s u r v e y f o r t h e p r o j e c t on 
"AN INVESTIGATION OF IMPORTANT ATTRIBUTES IN SCOOTER 
PURCHASING". 
T h i s p r o j e c t w i l l b e u s e d f o r a c a d e m i c p u r p o s e s , 
and a l l i n f o r m a t i o n g i v e n by you w i l l b e k e p t s t r i c t l y 
c o n f i d e n t i a l . 
T h a n k s , 
Y o u r s s i n c e r e l y . 
(ASRAR ALAM ) 
PCST-GRADUATE DIPLOMA IN 
MARKETING MANAGEMENT 
Q, 1 , Do you h a v e s c o o t e r ? ( i ) Yes ( ) ( i i ) No 
2, Which b rand of s c o o t e r do you have ? 
( i ) B a j a j Auto ( ) 
( i i ) Liva. Vespa ( ) 
( i i i ) K i n e t i c Honda ( ) 
3 . In c a s e of any b rand name, which s c o o t e r you have? 
(A) Which s p e c i f i c b r and of IJSb Vespa do you have ? 
( i ) LML Vespa 150 GC 
( i i ) LML vespa 150 NV 
( i i i ) LML Vespa T5 
( iv ) LML vespa Alfa 
( v ) LML V e s p a MIRAGE 
(v i ) LML vespa S e l e c t 
( v i i ) LML vespa CCMET 
( v i i i ) LML vespa ALFA ( S p l i t s e a t ) ( ) . 
( ) 
^^^^^%X 
/ * r 
r 
'-\ ( A«cNo. ^ ' 
B) Which speci f ic brand of Bajaj Auto do you have ? 
( i ) Bajaj Chetak ( ) ( i i ) Bajaj Chetak Class ic( ) 
( i i i ) Bajaj Super ( ) ( iv) Bajaj Sunny ( ) 
(v) Bajaj Super FE ( ) (vi) Bajaj M-80 ( ) 
4, Purpose of your buying t h i s scoo te r 
( i ) Business ( ) ( i i ) Family ( ) 
( i i i ) Saving of time ( ) (iv) Maintaining s t a t u s ( ) 
5, Since hov; long you a re using t h i s scooter? 
( i ) 6 months ( ) ( i i ) One year ( ) 
( i i i ) 2 years ( ) (iv) t h ree year ( ) 
6, What motivated you t o purchase i t ? (Rank them inorder of 
prefererxies ) , 
( i ) P r i c e , ( ) ( i i ) Quality ( ) 
( i i i ) C o l o u r ( ) (iv) Fuel consunption ( ) 
(v) Milage ( ) (vi) Brand popu la r i ty ( ) 
(v i i ) ^ p e a r a n c e ( ) (v i i i )Easy to handle ( ) 
7» Through which sources , you get your informations about i t ? 
(Rank them in order of t h e i r preference ) 
( i ) People Openion ( ) ( i i ) Trade Journals & 
Magezines ( ) 
( i i i ) F a i r s & Exhibi t ions ( ) (iv) Advertisements ( ) 
8. In case of advert isement , which media i s mofct e f fec t ive ? 
( i ) TV ( ) ( i i ) Newspapers & 
Magezines ( ) 
( i i i ) Radio ( ) 
9. When you intend to buy, whose openion would you consider in 
choo-sing your brand ? 
( i ) Family members ( ) ( i i ) Friends ( ) 
( i i i ) Dealers ( ) 
^rA 
10. Why you have p re fe red to purchase a p a r t i c u l a r scooter ? 
(Rank them in o rder of t h e i r preferences ) 
( i ) Payment on ins ta lments ( ) ( i i ) Ava i l ab i l i t y of 
^ a r e p a r t s ( ) 
( i i i ) Low Service charges ( ) (iv) low c o s t of spare 
p a r t s ( ) 
1 1 . Rank the following incent ives offered by dea le r s , 
( i ) Payment on ins ta lments ( ) ( i i ) Guarantee ( ) 
( i i i ) Free service ( ) (iv) Discount on cash 
payment ( ) 
(v) Exchange from old to new one ( ) 
12. Your scooter usua l ly needs serv ic ing every ; 
( i ) 3 months I ) ( i i ) 6 months ( ) 
( i i i ) 9 months ( ) ( iv) 1 year ( ) 
13. Servicing of your scooter i s : 
( i ) Very c o s t l y ( ) ( i i ) Cost ly ( ) 
( i i i ) L e s s c o s t l y ( ) iv:i) Chep ^ ) 
14. Are you s a t i s f i e d with your scooter ?. 
( i) Yes ( ) ( i i ) No ( ) 
I 5 , l f •No* Then why? 
(i) I t c r e a t e s more problems ( ) ( i i ) I t s r e p a i r s are 
c o s t l y ( ) 
( i i i ) I t consumes more fuel ( ) 
16, I f *Yes* then ind ica te good p o i n t , which you observe in your 
scooter 
( i ) Lww maintenance c o s t s ( ) ( i i ) High mil age/average ( ) 
( i i i ) Ava i l ab i l i t y of ^ a r e 
p a r t s ( ) (iv) Local Services ( ) 
(v) Easy in handle/pick-up ( ) 
oyl 
17. Are you planning to sa le i t ? 
( i ) Yes ( ) ( i i ) No ( ) 
18. I f 'Yes' which type of scooter you would l ike to purchase? 
( i ) New ( ) ( i i ) Second hand ( ) 
( i i i ) Non ( ) 
19. In case of nev scooter purchase , which scooter , 
( i ) Bajaj Super ( ) ( i i ) LML Vespa { ) 
( i i i ) Kenetic Honda ^ ) 
20. In case of purchase old one, p lease specify the causes :-. 
( i ) Less p r i c e ( ) ( i i ) Low income ( ) 
( i i i ) Ava i l ab i l i t y of spare ( iv) Low/Local serv ic ing ( ) 
p a r t s ( ) 
21, What i s your p rofess ion ? 
( i ) Service ( ) ( i i ) Student 
( i i i ) Business ( ) (iv) Others 
22. P lease indica te your monthly income : -
(ii)Rs. 2000-3000 
(iv) Es. 4000-5000 
( i ) Below Rs.2000/- ( ) 
( i i i ) Rs, 3000-4000/- ( ) 
(v) move Ks.5000/- ( ) 
23. What i s your age p lease ? 
( i ) Below 20 years ( ) ( i i ) 20-25 years 
( i i i ) 25-30 years ( ) ( iv) Above 30 years 
( ) 
( ) 
( ) 
( ) 
( } 
( ) 
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